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Executive Summary  
 
Preschool children in a modern lifestyle are getting more global, tech savvy and 
multilingual. Whether it is a pressure from parents or society kids are expected 
WRSHUIRUPIURPDQHDUO\DJH7HOHYLVLRQLVYHU\PXFKSDUWRIFKLOGUHQ¶V¶OLIHVW\OH
all over the world and the time spend watching TV is on the rise. Though there 
are arguments on both the sides, various researches suggests that television 
UHPDLQV RQH RI WKH PRVW LQIOXHQWLDO FRPPXQLFDWLRQ PHGLXP LQ FKLOGUHQ¶V
emotional, social and cognitive development. Television can be an interactive 
and fun medium, contributing to a positive and constructive development in 
children. 
This dissertation takes an entrepreneurial approach by looking into a sociological 
and business aspect of culture. Divided into two parts, first part looks into 
existing research on the subject followed by quantitative research into culture 
awareness in preschool children. Second part of dissertation is a business plan 
that explores entrepreneurial opportunities in cultural convergence.  
The dissertation research focuses on communicating cultural awareness to 
preschool children. Business plan is for a new start up Media Company to create 
an animation television (TV) program for preschool children with the aim to 
communicate cultural awareness in them.  
Tara, the global kid is an animation series targeted at preschool children from 
AVI media private limited based in Nottingham, UK. The company is a new start-
up venture by professionals from within the media industry and business. The 
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company is looking to tap into the lucrative FKLOGUHQ¶V PHGLD LQGXVWU\ LQ 8. 
market, with the aim to expand in Europe, US and Middle East Asia markets. 
With an introduction of an ethnic (Indian) character via an edutainment program 
for TV and other audio visual platforms, the company offers growth potential for 
investors and stakeholders, making this an attractive investment in a dynamic 
industry. 
The program is aimed at children from all ethnicity, race and background, but 
keeping the Asian culture at core, giving children an entertaining glimpse into 
the Asian culture (mainly India, Pakistan and Bangladesh) in UK. According to 
Office of National Statistics the size of the minority ethnic population was 4.6 
million in 2001 or 7.9 per cent of the total population of the United Kingdom. In 
Great Britain the minority ethnic population grew by 53 per cent between 1991 
and 2001.  Half of the total minority ethnic population were Asians of Indian, 
Pakistani, Bangladeshi or other Asian origin. 
AVI Media is requires an initial investment of £ 48,000 to launch the business. 
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SECTION A- RESEARCH  
 
1. Introduction and research rationale 
Childhood in the 21st century can be argued to be more complicated to what it 
was a few decades ago. However, some would argue that of all the times, this is 
probably the best time to be a child, where you have a more imaginative and 
vibrant surroundings, and a world full of challenges and opportunities. With 
opportunities there is also a certain amount of peer, parental, societal and 
communal pressures. In some cases a child may have to live their parents¶ 
dream and putting an additional pressure on their childhood. 
But in many ways children have never lived so well (Dunn, 2009). Children in 
this century are encouraged by giving access to technology from an early age. 
Anecdotal evidences suggests that parents are proud of their young children, as 
young as twenty months old to be able to understand basic functions of  a 
computer mouse, a remote and a mobile. Children are more educated and they 
enjoy technology which brings games, music, education and entertainment 
(Dunn, 2009).  In some parts of the world, media and technology are very much 
part of their lives (Livingstone, 2008). 
With the increase of globalization and technology, cross culture awareness and 
its management is becoming part of our lives. Culture can be a recognised factor 
in most circumstances. A problem may arise with the communication or this may 
be an opportunity for a harmonious working and living. Society frequently 
mentions the phenomenon called µFXOWXUHVKRFN¶ (Hofstede, 2005). 
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If societies at large want to reduce the impact of cultural shock, which may 
further lead to tension and constraints, there has to be a start somewhere. And 
it seems only logical to start in the early years where community cohesion can 
be fostered. Of course it does need strategy, mechanism and vision to set the 
ball rolling and to reduce and minimize the cultural barriers within the society 
(Lane et.al, 2006).   
 In my own experience of living and working in a new country and culture, as a 
parent, I was keen to explore how to communicate cultural awareness to 
preschool children.  
7KHIRXQGDWLRQRIVHOIDQGFXOWXUDODZDUHQHVVLVODLGLQFKLOGUHQ¶VSUHVFKRRO\HDUV
when children are infants and toddlers. During these years they OHDUQ³what is 
me" and "what is not me." By the time babies are two and become toddlers they 
begin to recognize and explore physical differences. They are also learning the 
names of colors, and they begin to apply this to skin color. Their natural 
curiosity will lead to questions about differences (Biles, 2003). 
After age 9, racial attitudes tend to stay the same unless the child has a life-
changing experience (Aboud, 1988). Before that, however, we have a good 
chance to help children develop positive feelings about their racial and cultural 
identity. We can also challenge the immature thinking that is typical of very 
young children. That's important because this type of thinking can lead to 
prejudice (York, 1991). 
Children develop their identity and attitudes through experiences with their 
bodies, social environments and their cognitive developmental stages (Derman-
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Sparks, 1989). As these three factors interact, young children progress through 
certain stages of racial and cultural awareness. 
It can also be established that with an extensive use of technology in our lives, 
globalization of airlines, businesses and free trade and political situations, 
economic relocation is at a wider pace. Metropolitan cities around the world are 
becoming more cosmopolitan with a growing expat population. With families 
living and working away from their home countries there are questions and 
concerns about passing cultural learning to the next generation. For example as 
per UK Home office figures over 29% of the London workforce is born abroad 
and UK increasingly is turning into a country in which many cultures live and 
communities across Britain consists of people of diverse backgrounds from other 
countries.  
Media and technology plays a big part in disseminating the cultural knowledge.It 
can also be said that most citizens irrespective of where the live consider their 
country the center of all activities. In addition cultural differences between 
nations and organisations are also on the rise (Hofstede, 2005). 
Research has suggested that in order to survive in a multicultural world it is 
quintessential WR ILUVW XQGHUVWDQG RQH¶V RZQ FXOWXUH DQG YDOXHV DQG WKHQ
understand the cultural values of other with whom cooperation is required. 
Furthermore, children can learn cultural values first ten years of their lives 
(Hofstede, 2005). 
Issue of cultural value is much more complex, Dr. Geert Hofstede states that 
culture is always a collective phenomenon. Culture is partly shared with the 
ecosystem you live in and with the people you share it with. There are unwritten 
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rules but he further adds that culture can be learnt and not innate. In figure 1 
below in the uniqueness pyramid, culture can be learnt. Figure also shows that 
FXOWXUHLVGLIIHUHQWIURPRQH¶VRZQQDWXUHDQGSHUVRQDOLW\7KHUHLVKRZHYHUD
thin line demarcating these two traits but there is certainly a difference between 
personality and human nature (Hofstede, 2005). 
 
Diversity in business, communities, organisations, and markets is getting 
common across the globe. There is strong case of cultural convergence. Though, 
much work has to be done and cultural convergence is a slow and time 
consuming process, which at best can take generations to adapt and implement. 
Our worlds and the world around us are becoming increasingly diverse in 
culture, heritage and tradition (Matsumoto, 2000). Accurate information about 
the cultural influences on psychology becomes increasingly important for cultural 
convergence. In our ability to deliver and effective intervention program for the 
people whose lives we touch.  Culture is and can be a very challenging, diverse 
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and complicated topic to study, research and to teach. However, intercultural 
communication can be taught (Hofstede, 2005). One way of learning about 
cultures can be by observation or by documenting or by creating your own 
reference book. But this may be a time consuming task and with so little time, 
money energy and storage space available, the task may be a almost next to 
impossible to achieve (Matsumoto, 2000). Despite all the challenges and time 
consuming nature of this exercise, this approach can be argued to be without 
merits though many people develop such almanacs in their minds.  
There are three phases that intercultural communication ability passes through. 
These phases are awareness, knowledge and skills which are shown in figure 2 
(Hofstede, 2005). First phase is the awareness and this is the phase where it all 
starts. The recognition about a culture coaxes to further follow the culture and 
gaining knowledge about a culture. This is when one can learn about the 
symbols, language, rituals etc. Last phase of the three phases is the skills. Skills 
are based on awareness and knowledge with addition of practice. Cultural 
DZDUHQHVV IRFXVHV RQ RQH¶V RZQ PHQWDO VRIWZDUH +Rfstede, 2005). Cultural 
awareness may not be specific to any culture and country but it helps to acquire 
and knowledge and skills to be learned and in the future to avoid or reduce the 
impact of cultural shocks. 
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By the time children are three years old they get better at noticing differences 
among people. They also learn to classify and differentiate on the basis on 
colour, and size. Many preschool children will comment - in words or through 
actions - on hair texture, eye shape, and other physical characteristics. They 
want to know how people got their colour, hair texture, and eye shape. 
At this age, children's thinking is limited, distorted, and inconsistent. For these 
reasons, it is easy for them to believe stereotypes and form pre-prejudices. In 
the Anti-Bias Curriculum (1989), Louise Derman-Sparks quotes, "The goals are 
to facilitate children's awareness that their racial identity does not change, to 
help them understand that they are part of a large group with similar 
characteristics (not "different" from everyone else) and to foster their desire to 
be exactly who they are." 
According to a longitudinal study funded by the DfES (Department for Education 
and Skills) that for a more organised development in the preschool children 
centres should put particular emphasis on  literacy, maths, science/environment 
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DQG FKLOGUHQ¶V µGLYHUVLW\¶ FDWHULQJ WR FKLOGUHQ RI GLIIHUHQW JHQGHUV FXOWXUDO 
backgrounds and abilities or interests). In addition these skills will promote 
better outcomes for children in their subsequent academic attainment. 
Language is another very important element of culture. Various researchers 
have confirmed that a foreign language can be much more to a child 
development than a mere language. It is also understood that learning a new 
ODQJXDJH FDQ VWLPXODWH FKLOG¶V EUDLQ DQG H[SDQG WKHLU OHDUQLQJ DELOLW\ DQG
capacity (www.early-advantage.co.uk, 2009).    
Teaching and learning culture can be a complicated subject however to have 
FXOWXUDODZDUHQHVVDWDQHDUO\DJHZLOOLQFUHDVHFKLOGUHQ¶VDGDSWDELOLW\WRDFFHSW 
and appreciate any new culture, that he or she will be exposed to in their 
growing up years and their adult lives. Learning to be culturally aware at an 
early age will contribute greatly for the children to grow up to be a global citizen.  
 
2. Research focus and questions 
7KLVUHVHDUFKZLOO IRFXVRQSUHVFKRROFKLOGUHQZLWKDUHVHDUFKTXHVWLRQDVµ+RZ
to communicate cultural awareness to preschool children.¶ 
Below are the main objectives of this research: 
1. To provide and insight and review of pre existing literature like definitions 
of culture, its dimensions and layers of culture and framework of national 
culture. 
2. Cultural awareness and its effect on cognitive development of children and 
building a sustainable community development. 
3. Understand mediums to communicate to preschool children. 
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4. Seek entrepreneurial opportunity based on the conclusions of this 
research. To further explore how best to by communicate Indian/Asian 
culture to preschool children, primarily in UK, to develop their social, 
cultural, cognitive and creative skills. 
 
3. Dissertation structure   
 This dissertation consist two main sections A and B. Section A consists of the 
research part, with a focus of research as discussed above in subsection 3. 
Section A introduces the topic and research rationale, with research focus, 
followed by literature review in chapter 4. Chapter 5 discusses research 
methodology of qualitative research and its outcomes. Chapter 7 ends this 
section A with conclusions. 
Section B is the business plan for a new start up media company AVI media to 
produce FKLOGUHQ¶V DQLPDWLRQ SURJUDPV IRU 8. (XURSH 0LGGOH (Dst, North 
American and Australian market.  
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4.  Literature review 
This subchapter will give an insight into the current research available on the 
topic. A detailed critical review and some fundamentals definitions, models and 
theories around the research topic are discussed and mentioned in the topics. 
The chapter will start with the definition(s) and models of culture, followed by 
importance of cultural awareness in 21st century societies and organisations.  
And finally the literature review will dwell into the existing research into 
FRPPXQLFDWLRQ WR SUHVFKRRO FKLOGUHQ HGXFDWLRQ DQG LWV LPSDFW RQ FKLOGUHQ¶V
development. For the scope of this research, firstly, formal education i.e 
playschools and primary schools are evaluated as communication medium to 
preschool children. Secondly, television as a communication medium and its 
impact on children is evaluated and compared. 
 
4.1 Understanding and defining culture and values 
 
4.1.1 What is Culture? 
 
Dr. Geert Hofstede is a key researcher and academic in the area of culture and 
cross culture studies. In many ways he is seen as key contributor to cross 
culture analysis and studies. The model that he has developed few decades ago 
is still relevant and is relatively easy to use. Though his work has some 
limitations, he is regarded as one of prominent figure in cultural studies. Similar 
views have been echoed by various writers like C. Koen and I.Brooks in their 
work (French, 2007) 
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As Dr. Geert Hofstede (2005) states in his book culture and organisations, that 
the world is full of confrontations between people, groups and countries who 
think, feel and act differently. Ironically and at the same time, these people, 
groups and countries are exposed to common problems that demands 
cooperation for their solution(s). Problems concerning ecological, economical, 
political, military, technological and terrorism do not stop at a national 
boundary. And in the current economic recession there is a need for a wider 
cooperation from internationally communities from around the world. This is a 
macro description of a modern day culture that demands more and wider 
understanding of various cultures in order to arrive at a more positive result. 
 
+RIVWHGH TXRWHV FXOWXUH DV µWKH FROOHFWLYH SURJUDPPLQJ RI WKH PLQG WKDW
distinguiVKHVWKHPHPEHURIRQHJURXSRUFDWHJRU\RISHRSOHIURPDQRWKHU¶He 
further adds that collective programming of culture takes place through 
socialisation. In social anthropology, culture is a catchphrase for patterns of 
thinking, feeling and acting that hDVEHHQOHDUQHGWKURXJKRXWRQH¶VOLIHWKRXJK
much of these have been learnt in early childhood.  In addition, culture is always 
a collective phenomenon, because it is least partly shared with people who live 
in the same environment, which is where it is learned. Culture consists of 
unwritten rules of this social game (Hofstede, 2005). 
 
Tayeb (2003) describes culture as historically evolved values, attitudes and 
meanings that are learned and shared by the members of a community and 
which influence their material and non material life (French, 2007). 
Some other writers on the topic of culture have focused their work more at the 
institutional level of analysis. On a macro level culture is regarded as having 
18 | A V I  M e d i a  B u s i n e s s  P l a n   
 
more than the sum of individual PHPEHUV¶ DWWLWXGHV. Figure 4 below show a 
more complex nature of culture showing a range of factors that which combining 
ZLWK DWWLWXGHV FRQWULEXWH WR D ZLGHU FRXQWU\¶V FXOWXUH )UHQFK  It also 
shows that culture has got a reciprocal relationship with all the six factors. For 
example a political system can have a profound effect and a reciprocal effect on 
(national) culture, like in a single party political system or in a communist state 
there may be widely held values of collectivism which may lead to low risk taking 
amongst wider population (French, 2007).  
 
 
  
Culture is a complex concept, and it can be used in so many different ways and 
in different contexts. In some early work of Murdock, Ford, and Hudson (1971) 
there were some 79 different aspects that culture could have some connections 
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with. However, in 1980 Barry rearranged these aspects into eight broad 
categories. These categories are: 
x General characteristics 
x Food and clothing 
x Housing and technology 
x Economy and transportation 
x Individual and family activities 
x Community and government 
x Welfare, religion and science 
x Sex and life cycle 
 
Culture and values are part of our everyday language but most of the times their 
context differs and can be ambiguous. These words are used and refer many 
things about people, organisation, behaviour and even food and music 
(Matsumoto, 2000). 
 
Kroeber and Kluckholn (1952) and Berry, Poortinga, Segall, and Dasen (1992) 
have divided culture into six categories (Matsumoto, 2000): 
x Descriptive use of culture highlights behavioral aspects of culture. 
x Historical definitions are associated with traditional and heritage context. 
x Normative usages describe rules and norms associated with a culture. 
x Psychological description emphasizes learning and other behavioral 
approaches associated with a culture.  
x A structural definition emphasizes the societal and organisational 
elements of a culture. 
x Genetic description refers to origination of a culture. 
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An alternate approach to defining culture puts communication at the center of 
culture. There are several ways by which these two are linked. Firstly, cultures 
are sustained by communication between and there is a higher level of 
communication within cultures than between them. However there is an 
argument that cultures can vanish if their members communicate as much with 
people from outside the culture as with those within the same cultural group.  
Secondly, cultural differences can become explicit through communication. And 
thirdly cultural values can be communicated to the cultural group either through 
a formal education or unconsciously by enculturation (French, 2007). 
 
There are some models of cultures that consider communication as the main 
point of comparison. Edward Hall (1976) referred to a notion of hi and low 
context communication as a basis for understanding differences in culture. He 
further made a fundamental connection between the two concepts. In addition 
KH VWDWHG WKDW µFXOWXUH LV FRPPXQLFDWLRQ DQG FRPPXQLFDWLRQ LV FXOWXUH¶. For 
example Thailand is considered as hi context culture (see appendices 1) and 
verbal communication can be perceived as ambiguous to someone from outside 
the culture. As a result non verbal communication like body language, facial 
expressions can be of importance. Edward Hall further makes a significant 
cultural comparison with Australia (characterised as low context culture) where a 
more precise verbal communication is valued and be expected in a business 
setting (French, 2007). 
 
To summarize it can be established that culture is a difficult subject to define. 
There are various factors that contribute to forming a culture. Researchers in 
this field have defined culture through various factors like communication, 
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values and other macro and micro factors. However, if one was to consider 
generalization of this concept of culture, it can be said that culture is perceived 
as an individual / group beliefs, religion, language, food and ethnicity/race to 
QDPH D IHZ $QHFGRWDOO\ WKH ZD\ LW LV SHUFHLYHG DQG XQGHUVWRRG LQ RQHV¶
everyday lives is quite varied and diverse, and complex and ambiguous at the 
same time. Very frequently in print media culture is also referred as films, 
theatre, shows, holiday locations and food. A good example is The Sunday Times 
magazine called Culture which covers the above mentioned topics. It can be 
implied that audio visual mediums like movies, television shows and theatres, 
contributes a lot to communicate culture or to encourage cultural diversity or 
sometimes becomes culture itself.   
        
4.1.2 Models of culture  
A) Hofstede¶V model of culture 
 
Geert Hofstede, as eluded earlier in the previous chapter, that his work on 
culture and its framework is quite a significant and detailed research in this field. 
It could be said that he has conducted one of the most comprehensive survey of 
how values are influenced by cultures in our workplaces (French, 2007).  
 
For his research, Hofstede analyzed a rather large data on employee values from 
IBM employees from 1967-1973 and responses included some 116,000 
participants from more than 70 countries. His work since 2001 has added scores 
for 74 countries and regions (Hofstede, 2005).  His work was further developed 
with the help of Michael Bond in 1980s. Hofstede theories can be grouped into 
two main categories, first one being the notion of collective programming 
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explaining how culture is made and maintained. The second category was to 
conceptualise differences between cultures (French, 2007). These five 
dimensions can correlate with some factors like culture and religion which are 
outside the organisation making the use of the model in a wider context 
(Hofstede, 2005).  
 
Initially, Hofstede¶Vmodel had only four dimensions of culture. These dimensions 
are: 
x Power distance 
x Uncertainty avoidance 
x Individualism / Collectivism 
x Masculinity / Femininity  
Fifth dimension added at the later stage was originally termed as Long term 
orientation (LTO).Below are these five dimensions explained in more details. See 
also appendices 1 for index showing scoring on selective countries on these five 
dimensions.   
1. Power distance: This can be further quantified by power distance index 
(PDI). As the name might suggest that in this concept a less powerful 
member of the society or family (or organization) accepts or expects an 
unequal distribution of power. This represents inequality, which is defined 
from below and not above. This further establishes that inequality in the 
society is endorsed by both followers and the leader.  Power and 
inequality can be classified as fundamental facts of any society. In fact 
+RIVWHGHIXUWKHUTXRWHVWKDW³anybody with some international experience 
will be aware that all societies are unequal, but some are more unequal 
than others´www.geert-hofstede.com, 2009). 
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2. Uncertainty avoidance: This can be measured by uncertainty avoidance 
LQGH[ 8$, H[SODLQLQJ DQ\ VRFLHW\¶V WROHUDQFH RI XQFHUWDLQW\ DQG
ambiguity. A UAI can be indicative of the extent a culture organises its 
members to feel either uncomfortable or comfortable in unstructured 
situations. Unstructured situations can be chaotic and surprising, different 
from usual. Countries with less UVI scores try and minimise uncertainty 
by putting rules and regulations in place, laws and may be standardising 
practices. Countries that avoid uncertainty tend to be more emotional. On 
the contrary, countries that accept uncertainty are generally more tolerant 
societies and impose fewer rules. People within these cultures are more 
pragmatic (www.geert-hofstede.com, 2009).    
 
3. Individualism/Collectivism: This indicates to what extent societies or 
people act as individuals and look after their own or their immediate 
IDPLO\¶V LQWHUHVW In a collective society people right from the birth are 
integrated into the society, groups and extended families. It is to be noted 
that the term collective is not referring any political belief or ideas; it 
refers to groups (www.geert-hofstede.com, 2009). 
 
4. Masculinity / Femininity: This dimension refers to a degree to which a 
culture put emphasis on masculine values as competitiveness and 
performance, as oppose to feminine values for building relationships and 
quality of life (French, 2007).  Feminism also distributes the roles 
DPRQJVWJHQGHUV,QWKH,%0VWXG\LWZDVIXUWKHUUHYHDOHGWKDWZRPHQ¶V
YDOXHVGLIIHU OHVVDPRQJVWVRFLHWLHVWKDQPHQ¶VYDOXHV Further the study 
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suggests that PHQ¶V YDOXHV IURP RQH FRXQWU\ WR DQRWKHU contain a 
dimension from very assertive and competitive on one side, to modest 
and caring and similar to women's values on the other. The assertive pole 
has been called 'masculine' and the modest, caring pole 
'feminine'(www.geert-hofstede.com, 2009).  However, it is argued that 
this dimension is using outdated and stereotypical perceptions of gender 
behaviour.  
  
5. Long term orientation (LTO): This dimension was added after a study was 
conducted on Chinese students living in selected countries. As a result 
LTO became synonymous with term Confucian dynamism. Many countries 
scoring high on LTO were experiencing and enjoying an economic growth. 
As a result a considerable attention was given to cultural factors 
contributing to an economic growth. However, by the same rationale, this 
factor should also be considered to see if the cultural factor contributed to 
the economic recession in Asia in 1997 (French, 2007). 
 
It can be added that in some way the fifth dimension proposes a generic 
difference between western and Asian societies and more specifically East 
Asian societies. Western society may have a more analytical view on 
issues wherein Asian societies may have a more holistic view (French, 
2007).  
 
7KHUHLVQRTXHVWLRQWKDW+RIVWHGH¶VFRQWULEXWLRQLVimmense in this field, and he 
continues his work and research in cross culture dimensions. He was involved in 
a research program when EU was expanding and adding new member states and 
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findings from his studies made significant contributions EU and its member 
states. $VZLWKDQ\WKHRUHWLFDOPRGHOV+RIVWHGH¶VFURVVFXOWXUHGLPHQVLRQVDOVR
come with some limitation and criticisms. Some of the notable criticisms are 
summarized below: 
 
1. There is a concern abouW WKH YDOLGLW\ RI+RIVWHGH¶V UHVHDUFK QRZ LQ WKH
21st century. It can be said that the research is too old to consider the 
changing multicultural societies and global environment and 
internationalisation.  
 
Hofstede responded by mentioning that this (cross culture) study was 
based on century of indoctrination, recent replications have supported the 
fact that culture will not change overnight (Jones, 2007)(Hofstede, 1998). 
 
2. One of the most common criticisms LVWKDW+RIVWHGH¶VVWXG\DVVXPHVWKDW
domestic population is homogenous. On the contrary most nations consist 
of ethnic groups. On the other hand, he also ignored the importance of 
community and the variation in which these communities can influence 
(Jones, 2007).  
 
3. One company approach is also a possible cause of concern. It is difficult to 
comprehend how can one company (IBM) be representative of such a 
complicated and diverse study, and can represent the entire nation.  
4. It is also argued that there are too few dimensions. These four or five 
dimensions may fail to give sufficient information about cross culture 
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differences. Hofstede agrees to this criticism and believes that additional 
dimensions should be added to his original work. 
 
Despite these limitations and criticisms, it is worth mentioning that Geert 
Hofstede UHPDLQVDQGLVFXUUHQWO\WKHZRUOG¶VPRVWFLWHGVRFLDOVFLHQFHV author 
(French, 2007). 
 
B) Kluckhohn and Strodtbeck model of culture 
Anthropologists Florence Kluckhohn and Fred Strodtbeck developed a model for 
cultural values looking through cultures as to how societies deal with some of 
the social issues. Their model consists of six dimensions, based on problems that 
all societies face but resolve differently. These problems are  
x Relationship with nature 
x Use of time 
x Views of human nature 
x Activity 
x Relationship with and among people 
x Use of personal/public space 
 
Their model was an outcome of a research study of five cultural groups found in 
south west of USA. Both these researchers arrived at a conclusion that the 
solutions to these problems could be categorized into range of possible choices. 
Their research open doors for future research into cross culture focusing on 
quantitative measures of cultural values (French, 2007). 
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So far in the previous chapters, the cross cultural dimensions and models that 
are discussed are focused on organizational and professional point of view. 
These researches do highlight the importance of cross cultural issues, challenges 
and dimensions that a one faces sooner or later in their working lives. Like some 
of the skills and knowledge its better to start young, VRLWEHFRPHVSDUWRIRQH¶V
personality. Putting this research in context of cultural awareness in preschool 
children, I would argue that if preschool children are made culturally aware, they 
will grow to become truly global citizens with a more sensitive, holistic and 
integrative approach to other cultures and issues. The advantage of cultural 
awareness is twofold, firstly that once can be exposed to various cultures and 
learn something new and exciting and secondly in the journey (of learning) will 
also understand RQH¶V own culture. Next section below looks at cultural 
awareness in more details.       
 
4.1.3 What is cultural awareness? 
 
Cultural awareness is an understanding by an individual of a community or 
national culture, which may inform their values, behaviour, beliefs and basic 
assumptions (www.culturaldiversity.com, 2009). 
Cultural awareness recognises that we are all shaped by our cultural 
background, which influences how we interpret the world around us, perceive 
RXUVHOYHVDQG UHODWH WRRWKHUSHRSOH<RXGRQ¶WQHHG WREHDQH[SHUW LQHYHU\
culture or have all the answers to be culturally aware; rather, cultural 
awareness helps you to explore cultural issues with your care recipients more 
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sensitively. Like most of the life skills and intercommunication, one can be 
culturally aware right from the childhood. 
Sensitivity towards understanding and appreciating specific cultural practices can 
help to increase cultural knowledge by providing an overview of cultural 
characteristics and issues. However, it is always important to identify individual 
needs and preferences, as no individual can be reduced to a set of cultural 
norms (www.culturaldiversity.com, 2009). 
In a report (2002) commissioned by the Northern Ireland Community Relations 
Council in Partnership with Channel 4, it was concluded that from the age of 
three, children should be given opportunities and encouraged to explore and 
experience different cultures, its practices, symbols and events. This will lead 
these children to appreciate and respect cultural differences and its diversity. 
To encourage and expose children as young as three, to cultural diversity, it is 
very important to have an effective medium of communication. This medium 
should not only be effective but also simple and easy to access. For an effective 
communication to preschool children iW¶V YHU\ LPSRUWDQW IRU SDUHQWV QXUVHULHV
and schools to all work closely with each other. 
,Q WKH VDPH UHSRUW WLWOHG µ7RR \RXQJ WR QRWLFH"¶ DXWKRUV Paul Connolly, Alan 
Smith and Berni Kelly (2002) had identified seven specific (Northern) Irish 
cultural symbols and events that are associated with the community in Northern 
Ireland. These symbols and events were colours, the terms Catholic and 
Protestant, flags, Orange marches, Irish dancers, football shirts and conflict-
related violence. The report generated individual results on cultural awareness of 
children aged between three and six years (see appendices 3 for results). 
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7KLVUHSRUWFRQFOXGHGPHQWLRQLQJWKDWFKLOGUHQ¶VDZDUHQHVVFDQEHWULJJHUHGLQ
various ways. There was a calculation made of how much and what proportion 
children who demonstrated awareness of cultural symbols. Overall 76% of 
children interviewed in this research demonstrated some cultural awareness.  
Figure 5 below shows percentage of children age wise showing awareness of 
cultural /political symbols. It is also quite evident from the graph that the 
cultural awareness for recognising (cultural) symbols increases by age and is 
substantially higher by the time children are six years old. 
 
  
 
Table 1 shows that on an average a three year old child can demonstrate 
cultural awareness of 0.8, which rose to 2.6 by the time children are six years 
old. 
 
30 | A V I  M e d i a  B u s i n e s s  P l a n   
 
 
It can be stated that preschool children are at the right age to notice and show 
signs and demonstrate cultural awareness. It is also evident that cultural 
awareness can arise from parents and community.    
 
4.1.4 What is diversity?  
 
The world around us is changing. Over the years, in the most advanced nations 
(ethnic) diversity is on the rise, immigration is the catalyst to make these 
nations diverse. In the long term countries will benefit from diversity and 
immigration in areas like culture, economy, fiscal etc. (Putnam, 2006). 
 
7KHWHUPµGLYHUVLW\¶LVSDUWRIDPRGHUQEXVLQHVVDQGFRPPXQLW\ landscape and 
has been and is a subject of numerous researches across the world. There have 
been great deals of academic and government interest in this topic. Diversity is 
quite a wide in its scope and meaning, and cuts across all that we do personally 
and professionally in a modern day lifestyle at home and at work. 
  
7HUPVOLNHµPDQDJLQJGLYHUVLW\¶µGLYHUVLW\PDQDJHPHQW¶DQGµGLYHUVLW\SROLF\¶ has 
become new labels in UK and other global organizations worldwide. Arguably 
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WKHVHZHUHSUHYLRXVO\WHUPHGDVµHTXDORSSRUWXQLWLHV¶RUµHTXDOLW\SROLF\¶ (Kirton 
et.al, 2005). 
Communities and workforces across UK, Europe and Americas are becoming 
increasing diverse and over the years the focus of diversity initiatives have 
changed from compliance with the law, to understanding and managing 
diversity, and to learn and gain from various forms of diversities like cultural, 
linguistic, religious etc. (Harvey, 2002).  
For the sake of this research the term diversity is being narrowed down to 
cultural diversity which is also referred as cross cultural diversity. 
Whatever the definition and whatever the model of diversity, it can be 
established that understanding, valuing or managing diversity requires some 
insight into cultural understanding (Harvey, 2002). Diversity arguably is joined 
at the hips with culture and both are interconnected. With this idea culture and 
its understanding is discussed in the sections below. 
Many argue that diversity is evolutionary and with the continuous progress and 
development it will eventually be a non issue. Although, this may be true with 
some historical contexts (Harvey, 2002), however combining diversity with 
culture and its complex nature it can be said that it will always be a subject of 
research and academic interest and will always be an issue to be managed and 
learnt to be able to appreciate the sensitivities of diversities.  
Diversity management has long been a task for urban governance.  However, 
over the years managing diversity has created new challenges and tensions. 
Currently, there is a lot of attention and focus on cultural differences (Thomas, 
2008).  
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There are numerous books and researches studying changing in wider social 
attitudes. Though there is evidence that attitudes are changing across societies, 
however there is also evidence of rise in racism across Europe. It can be 
understood that changing social attitudes is a slow and time consuming process 
and can be classed as complicated, but it is not impossible to change attitudes 
(Kirton et.al, 2005). In fact it does highlight the importance of making children 
more culturally aware and sensitive towards different cultures. On a macro level 
there has to be a combined effort from the society and government. There has 
to be a more integrative and synchronous approach to make children and 
societies as a whole, more culturally aware. 
Citizens across nations are to be culturally educated and the diversity in the 
societies and communities are to be respected, the outlook for political, 
economic and social development remains bleak. Though, globalisation has 
meant that the world has shrunk. In addition, we have gained access to cultures 
and knowledge that we were once not exposed. Cultural boundaries are getting 
thinner, and many people across the globe from many walks of life take part in 
global public forum. But there is also a risk  that globalisation has a neutralizing 
effect, that totally foreign cultures may soon be a thing of the past as dominant 
cultural patterns set global µVWDQGDUGV¶ Institutions and enterprises that control 
globalised mass culture do have such a standardising effect. Commercial 
interests and patterns of market demand rule. At the same time, in some 
respects the world seems more distant, as many cultures are struggling to retain 
their identities. Thus, transcendence of boundaries and defense of boundaries 
seem to be two aspects of globalisation $V D FRQVHTXHQFH QHZ µIURQW OLQHV¶
have emerged ± on both international and local levels (Feilitzen et.al, 2002). 
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Although diversity is productive for communities, children and societies as a 
whole, there are some arguments to limit diversity or to set certain parameters 
as to where the boundary of diversity should lie (Cooper, 2004).  
In a speech delivered on 24th August 2006, by Ruth Kelly, UK Secretary of State 
IRU FRPPXQLWLHV PHQWLRQHG µ:H KDYH PRYHG IURP D SHULRG RI QHDU-uniform 
consensus on the value of multiculturalism to one where we can encourage the 
debate by questioning whether it is encouraging separateness¶ +HUFRPPHQWV 
suggests that diversity in UK (and worldwide) can encourage rise in separate 
subcultures, and these subcultures may be substantially different with each 
other (French, 2007).   
Like any other socio political change, cross culture diversity and cultural 
awareness are good to a society and by and large add value economically, 
culturally and politically. However, these factors come with a health warning and 
in the short term cross culture diversity can cause separatists society and harm 
communities. Though, it can be added that if children are made aware about 
cultures from a very beginning than this may negate societies having a separate 
subcultures.   
   
4.2 Education and its impact on preschoolers 
The research so far has established that culture and diversity is quite a 
complicated subject to define, understand and to be taught.  Although Hofstede 
has concluded that culture can be taught, but to try and teach preschool children 
can be ambitious. This section looks into the impact on education and education 
as a medium of communication to preschoolers.  
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This section puts a strong case that an organised preschool education attended 
by a child will continue to have an effect on his/her progress throughout key 
stage one1 (Sylva et.al, 2004). Preschool years are the foundation years of 
formation of subsequent attitudes and behaviours. These early years LQDFKLOG¶V
life are of intense learning and a time when family members are fully involved in 
their care and education (Lane, 2006). 
In an OfCom (2007) report, it states that most of the research on learning for 
preschool children is aimed at creating a social and linguist skills, is to be 
informal. Children at this age and at slightly older age, often learn incidentally, 
informally and via entertainment programs. Further, the report adds that 
learning should not be restricted to factual programming or formal education.  
 
4.2.1 TV and its impact  
When I was a child in 80s, growing up in India, television was a luxury for most 
of the middle class households. Back then television viewing could have been 
classed as communal entertainment, as it was watched by not only the entire 
household but the neighbors joined in too. Soon, things started to change and 
TV soon became a necessity and a quintessential electronic item in living rooms. 
Two decades later things are quite different, my kids have their own TV with a 
part control on the remote. Similarly in most part of the developed world TV 
viewing was an entertainment with limited channels and under the watchful eyes 
of parents.  
However, TV viewing and more so TV for children has changed dramatically. 
Children, today in most wealthy parts of the world have TV as part of their 
                                       
1 Legal term for two years of education for 5-7 year olds in England 
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growing up and lifestyle. They are also exposed to media as a whole. Ofcom 
(2006) figures states that in the UK almost 75% children aged 5-15 years have 
internet access. Average TV sets per household with children is 3.3, mostly with 
satellite/digital channels. Although, children have access to various forms of 
media in their everyday lives, television remains the most popular medium, 
occupying a significant proportion of their time, up to 13.9 hours a week. Further 
looking into this statistics there is a higher viewing proportion from ethnic 
minority (15.2 hours) and low income groups (15.5 hours) (Livingstone, 2008). 
There is a clear change and growth in the mass media and technologies targeted 
at children. There is also a FKDQJH LQ FKLOGUHQ¶V DQG WKHLU SDUHQWV¶ DWWLWXGH
towards mass media. Though, there are arguments on both sides for TV and its 
effectiveness and its role in FKLOG¶VGHYHORSPHQWEXW WKHUH LVQRGRXEW WKDW79
and mass media in general do have an influence in FKLOG¶VGHYHORSPHQW Some 
analysts believe that the debate whether TV is good or bad is becoming 
redundant over the years, as whether or not ZH OLNH LW79 LVSDUWRIFKLOGUHQ¶V
growing up and lifestyle. 1HLO 3RVWPDQ LQ KLV ERRN µ7KH 'LVDSSHDUDQFH RI
ChildKRRG¶ FLWHG D UHVHDUFK WKDW VWDWHG WKDW $PHULFDQ FKLOGUHQ DOOHJHGO\ ZHUH
competent TV viewer. They understood genres and they could follow the 
narration by the age of three (Naughton, 2006). 
Ofcom (2007) also states that benefits of TV have been studied extensively for 
preschool children as compared to school age children. In case of preschool 
programs on TV, research suggests that learning comes as a result of organized 
and intentional instructions and teaching of numbers, letters, concepts and other 
factual information. However, much learning is incidental and dependent on 
FKLOGUHQ¶VOLPLWHGRUVHOHFWLYHDWWHQWLRQ. Further, children pay limited attention to 
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different programs, depending according to their taste and interest and also 
DFFRUGLQJWRSURJUDP¶VDSSURSULDWHQHVVWRWKHP (Davies et.al, 2007).  
There are number of studies that show how preschool children can improve on 
educational linguistic skills with the age appropriate TV programs. In one of a 
recent study by Kaiser Foundation it was revealed that only 38% American 
parents believed that TV mostly helped children in their learning. However, they 
were relieved to use this medium, as they notice the quality of the content 
improving. In the focus group almost all WKHSDUHQWVDGGHGWKDWµOHDUQLQJ¶DVRQH
of the biggest advantages of TV and agreed that they have observed that their 
children have learnt and are learning from TV (Kondo, 2007).  
In UK, recent work by Marsh with preschool children and their parents revealed 
that overall parents were very positive about role of TV and media in general. 
3DUHQWV DOVR DGGHG WKDW PHGLD DGGHG WR WKHLU FKLOG¶V VRFLDO HPRWLRQDO DQG
cognitive development. Furthermore parents were able to link their FKLOG¶V
learning to foundation key stage 1 curriculum to TV learning. Some of the 
specific areas were mathematical development like counting, recognising 
numbers and shapes etc. Children were also noticed to learn about general 
knowledge, about the world we live in, our eco system, environment and cultural 
awareness. Another learning advantage highlighted was physical and creative 
development by body coordination, song and dance, art, design and music 
(Kondo, 2007).       
Ofcom reports further adds that evidences suggests that childrens TV benefits 
from a variety of genres and diversity in programs. Diversity in preschool 
children TV adds to the formal learning of language and concepts, with their 
social, emotional and communication skills (Davies, 2007). 
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There is further research on the production of TV programs. It is suggested that 
once the genres is decided for the TV programs, there is a strong case of region 
and nation specific television program.  In fact, in a report compiled by Gigli 
(2004) for UNICEF highlights the importance of diversified content with local 
relevance.  Furthermore a local originated content is perceived as a quality 
contents. In addition there is much empirical evidence that children prefer local 
homegrown programming (Davies, 2007).  
Further studies on viewing habits of children in UK have shown that children like 
to watch TV when they are bored. They expect pleasure and excitement rather 
than education from TV. According to Hill a good children TV program according 
to them is the one which is engaging, comic, action packed and most 
importantly entertaining. Unlike adults, who watched TV to gather information, 
children like to watch TV to pass time and to be entertained. Children like to 
watch TV after school as it helps them to relax and unwind. TV also entertains 
them without making much of an effort (Kondo, 2007).    
 
4.2.2 Arguments against TV viewing in children 
Though, TV for kids can be an entertaining and educational medium, however 
there are some social, psychological and health concerns for children. One of the 
major concerns for children is violence influenced by TV. Research suggests that 
LW¶VWKH violence in TV that children are most affected. Children find violence in 
TV not only frightening but also disturbing. Violence in the news is remembered 
for a long time by children (Kumar, 2002). Studies have further shown that 
viewing violent content on TV, in a short term, may encourage aggressive 
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attitudes or behaviour in children, though such effects are modest (Livingstone, 
2008).  
In addition to violence another major concerns are stereotyping and 
advertisements on television. Though in the UK advertising has several 
restrictions and has to follow strict guidelines. Hilde Himmeweit in his research 
noted that when television first arrived in Britain, children became more middle 
class in their aspirations and girls conformed more to gender roles (Livingstone, 
2008).       
Then there are some health concerns that are associated with TV viewing. A 
research by the Royal College of Physician states that obesity has doubled 
among 2-4 year olds between 1989 and 1998 and thrice amongst 6-15 year olds 
between 1990 and 2002. Furthermore there are efforts underway to identify if 
the obesity is caused due to food advertising targeted at children, or it is due to 
snacking whilst watching TV.  
But there are other factors that are associated with rising obesity on children. 
These factors are social, family, demographics and individual health. TV viewing 
and obesity are statistically associated, though this statistics of 5% or less 
YDULDWLRQLQFKLOGUHQ¶VIRRGFKRLFHRUZHLJKWLVVLJQLILFDQWEXWE\QRPHDQVODUJH
percentage (Livingstone, 2008).       
 
4.3 Literature review conclusion 
There is a plethora of existing research into cross culture communication. 
+RIVWHGH¶VZRUNRQFURVVFXOWXUHGLPHQVLRQV LVZRUOGUHQRZQHGDQGKDVUDLVHG
the profile and awareness into this subject. However, researchers and academics 
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VWLOO ILQGLWGLIILFXOWWRGHILQH µFXOWXUH¶7KLVdifficulty in arriving on to a common 
and uniform definition for culture shows complexity of the topic. It may be a 
complex topic, cross culture studies and its dimensions are arguably more 
relevant now than any other time as, globalisation and people crossing borders 
are on the rise.  Cultural awareness and diversity holds a lot of significance in 
societies and communities worldwide. In addition, cross cultural studies also 
affect modern day work place affecting everyone directly or indirectly. 
Though, globalisation increases cross culture interaction, it is also accused of 
destroying national culture and culture of minorities. This raises a concern to 
SUHVHUYHDQGXQGHUVWDQGRQH¶VRZQFXOWXUHDQGDSSUHFLDWHDQRWKHUQHZFXOWXUH
that a society is exposed to. A similar concern is to pass on the cultural findings, 
learning and awareness to children, so they can grow up to become global 
citizens. 
Preschool years in a child life are the foundation years. Studies and research 
suggests that preschool education is important for their cognitive development. 
One of the ways to communicate to preschool children is through parents, 
WHDFKHUVRUFDUHUV+RZHYHUWHDFKHUVDQGFDUHUVFDQRQO\FRPPXQLFDWHZKDW¶V
part of a curriculum and may not dwell into areas outside those realms. 
Television as a mass medium tool offers opportunities for effective 
communication to children. There are concerns about the contents on TV but it is 
generally accepted that contents are improving and children are not only 
enjoying TV but also learning a lot from it. 3DUHQWV¶ confidence in TV is on the 
rise and with more awareness within the media companies, things can only be 
better for the children and their parents.   
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5. Research methodology  
   
5.1 Introduction 
This chapter introduces the research that will further establish the 
communication of cultural awareness in children. This research undertakes and 
explores the most effective medium to communicate cultural values and 
diversity to preschool children. Later in the chapter there is an introduction and 
discussion about the research methodology used for this research. Followed by, 
analyzing and interpreting the data gathered. This chapter will then lead into the 
research findings and discussions and to extract information to realize 
entrepreneurial opportunity.    
5.2 Research Design 
In order to study and research the topic, this research has a qualitative 
approach. This research intent to collect primary data by and secondary data by 
various methods which are discussed in sub sections below.  
 
5.3 Qualitative research approach  
7KHUHVHDUFK¶VLQWHQWLV to explore data in-depth and explore meaning of certain 
phenomenon (Kvale, 1996). Primary data collection for this qualitative research 
will be through semi structured telephone interviews, open ended questionnaires 
discussed in person with parents and teachers and observation of focus group 
(preschool children) in natural surroundings (whilst watching TV at home). The 
primary data collected will be unique to this research about communicating 
cultural awareness to preschool children. 
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7KHUHVHDUFKDLPVDWWKHIROORZLQJWRSLFVZKLFKDUHHYDOXDWHGE\7RQ\:DWVRQ¶V
four box matrix (See appendices 4). :DWVRQ¶VPDWUL[DGYLVHVWRDVNµZKDW¶µZK\¶
DQGµKRZ¶TXHVWLRQV These open questions lead into an insight that adds lot of 
value to the research. Academy of Management journal (2006), states that 
interviews are the most popular primary data collection method. 
 
5.4 Data Collection 
 
5.4.1 Primary Data 
Any new data that is gathered directly from the respondents for a research is 
Primary data. This can be defined as any information that is gathered first hand. 
The information collected by the means of primary data is specifically for the 
subject or study. The data can be collected by various means like interviews and 
observations (Rabianski, 2003). Semi structured telephone interviews with three 
of my respondents, in person interviews with the remaining three respondents. 
All the children, who were part of this study, were observed whilst watching TV 
at home.  
Telephone interviews lasted for almost 45 minutes and in person interviews 
lasted for almost an hour. In person interviews were kept flexible on time with 
mutual agreement with the respondents. In fact, these interviews can be classed 
as working interviews. This in turn added another dimension of authenticity to 
the research as I was able to talk to parents very candidly whilst kids were 
watching TV and there were instances where kids would confirm something that 
parents said or would add more to the information.      
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5.4.2 Secondary Data 
The data when not compiled or gathered b the researcher is defined as a 
secondary data. This may be from a published or unpublished work or research 
(Rabianski, 2003). 
For the scope of this research the secondary data has been evaluated in the 
literature review earlier in section 4. As eluded before, cultural awareness and 
the topics related to this are quite wide and have been researched a lot. It was 
my aim to streamline the research and extract the most relevant of the 
information.  
Another element of the secondary data collection is case studies. This research 
will ORRNLQWRDFDVHVWXG\RIµ'RUD WKHH[SORUHU¶'RUD'RUDLVRQHRIWKHPRVW
SRSXODU FKLOGUHQ¶V SURJUDPs for preschool children in America and is gaining 
other regions as well.  
5.4.3 Respondents (sample) selection 
Since the study focuses on cultural awareness, it was m intention to have 
diversified respondents. Respondents chosen represent the society that we lve 
in. The group is diverse in languages they speak, nationality, age group and 
family structure like single parent and both Parents families. Further interviews 
were also conducted with (media) industry professionals in India and UK to get 
an insight into how communication is presented to children with commercial 
integrity.  
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6. Research findings and discussions 
This chapter present and analyses the data gathered by interviewing and 
observing respondents. First section looks into communicating to the preschool 
children via parents, teachers and peer group. As we have discussed earlier in 
ZKHQ FKLOGUHQ DUH LQ WKHLU HDUO\ \HDU¶V FRPPXQLFDWLRQ IURP SDUHQWV DQG
teachers/carers is very crucial and effective. 
The chapter then looks in depth TV (media) and its effect on children analyzed 
through the quantitative research. The chapter finishes with looking at Dora, the 
explorer case study as secondary data. The chapter ends with a conclusion and 
research limitations.   
 
6.1 Parents, teachers and peer group 
communication  
This section details the findings of qualitative research that was undertaken 
across seven samples. Research was conducted via telephone, personal 
interviews and observations. First part details the type of questions covered in 
the research  
List of name and details of the samples that were interviewed and observed as 
part of this qualitative research can be found in Appendices 4. 
This research starts with finding and getting an insight into the national 
curriculum of foundation stage and Key stage 1.  
Early year foundation is for children aged 3-4 years and the curriculum start in 
the play school (www.direct.gov.uk, 2009).  This curriculum covers six areas of 
learning and these areas are: 
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x Personal, social and emotional development 
x Communication, language and literacy 
x Mathematical development 
x Knowledge and Understanding of the World 
x Physical development 
x Creative development 
One of the areas knowledge and understanding of the world encourages children 
to explore the world around them. This is a possible window for children for 
them to explore culture, place (surroundings) and technologies. 
 If one looks at these curriculums it covers a wide area that pupils have to be 
assessed, remarked and observed on.  These questions do give a standardised 
JXLGHOLQHWRWKHWHDFKHUVWRHQFRXUDJHFKLOGUHQ¶VDZDUHQHVVRIWKHZRUOGDURXQG
us and possibly diversity and cultural awareness. Though, it can be said that the 
VHFWLRQ µNQRZOHGJH DQG XQGHUVWDQGLQJ RI WKH ZRUOG¶ LV IOH[LEOH Ln content and 
open for teachers to have their own initiatives. When interviewed the class 
teacher at the local primary school, she mentioned about the initiatives she took 
WRKDYH µQDWLRQDO¶GD\V LQ WKHFODVV of her local primary school, represented by 
FKLOGUHQ¶V parents. These national days were designed to help children learn 
more about a country and culture from an authentic source i.e. parents of one of 
the non UK child like Polish day, Italian day and Indian day. Children enjoyed 
having something new taught by others in a familiar and comfortable 
environment of their classroom. On the other hand the non UK child or children 
whose country/culture was talked about was very reassured after this session. 
Though the information was basic, but it did give confidence to the children from 
a different country to have confidence and to enjoy the cultural differences and 
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be able to share it with their friends. In another words the lack of representation 
RIRQH¶VFXOWXUHDQGODQJXDJHFDQEHFRQIXVLQJDQGLQVRPHcases de-motivating 
for children. Though, the government has given a window of opportunity to be 
explored more, realistically not every teacher, school or parents have time, 
resources or aptitude to undertake a live exercise for cultural awareness. 
However, to make learning easier or for a reference sometimes TV characters 
are used to explain a certain circumstances or practice or to reward pupils. This 
led me WR IXUWKHU LQYHVWLJDWH WKH LPSRUWDQFH RI PDVV PHGLD LQ FKLOGUHQ¶V
lifestyle. It was also clear from the research that television and formal education 
is not combined at this level of education. 
However in the play schools stage in some of the play schools there are lots of 
references made to the television characters. One of the theories can be that 
children when they see familiar characters in room décor they feel more 
comfortable within the surroundings. These props of visual communication are 
very crucial for children aged 3 years, especially when they move to the play 
school from the nursery or babysitters or even starting afresh getting away from 
home and parents. This shows that for children a TV character like Dora, Peppa 
Pig, Teletubbies, Fimbles, Winnie the pooh etc prove to be a medium of 
communication. Children are reassured of the surroundings of a new place by a 
familiarity of characters. It can further be analysed that for children TV and its 
characters are images that they co relate with and in some cases they perceive 
the place or an (merchandise) item to be associated with the character. So, in 
theory if a TV character communicates cultural diversity and certain awareness 
about a new place, language etc then children can correlate any new learning via 
that character. For example if children were to be taught a new language then 
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by giving an example of Dora the explorer, a bilingual Latino girl character, 
children can co relate how two languages can be spoken by one person. 
Language is another important element of culture. The relationship between 
culture and language is such that in order to understand and appreciate any 
culture, understanding its language is the key. This is also true the other way 
round (Matsumoto, 2000). Learning a second language is part of the education 
system, besides worldwide there is a rise in the bilingual population. Children 
tend to enjoy learning new language. Children take immense pride in learning a 
new language and are bilingual. In some cases they enjoy the fact that even 
WKHLUSDUHQWVFDQ¶WDOVRXQGHUVWDQGWKHODQJXDJH (Andruss, 2003).  In fact, the 
reception class in one of the local schools has almost 40 percent of students who 
can speak or understand a language other language than English. There were 
pupils from five different countries. It was also mentioned in the interview with 
the class teacher that though the children were raised in bilingual households, 
they were less confident of sharing or talking about the other language. Though, 
WKHUH ZDV D VLJQLILFDQW FKDQJH QRWLFHG DIWHU WKH UHVSHFWLYH µQDWLRQDO¶ GD\
organized in the class. Children from the respective country after the national 
day were more comfortable and proud about knowing another language and 
culture. It can also be analysed that children when by means of national culture 
were reassured of their culture; they were comfortable talking about it. It is 
particularly true for the children from ethnic minorities, as there are very few 
cultural references (in UK) for them to co relate with.  
National day exercise taken on a small scale in a class room highlights the 
importance of similar exercise to be done on a mass scale through a mass 
media. And TV seems like an effective medium for a similar exercise. Decision to 
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have a similar exercise on a regular basis relies on availability of resources and 
VFKRRO¶VVWDII¶VDWWLWXGHWRZDUGVVXFKOHDUning experience.  
 
6.2 TV as a communication medium  
Another popular way to communicate with the children is via mass media. Some 
RIWKHSRSXODUDXGLRYLVXDOPHGLXPVDUHWHOHYLVLRQLQWHUQHWDQGFKLOGUHQ¶VWR\V
Television is one of the most popular medium of communication, though 
sometimes seen as a concerning medium of communication.     
Table 2 below shows some of the results that were recorded by observing eight 
children aged between two to six years. Based on these results later in the 
section the results are analysed.  
 
&RUH RI FKLOGUHQ¶V OHDUQLQJ can be summed up in a popular way to compare 
children to a sponge who soak a lot but with a limited attention span. Whichever 
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way communication is established they will have a limited attention. So LW¶V vital 
to have a simple and straightforward communication delivered in a visually 
appealing and interactive way. 
All the (children) respondents that were interviewed watched TV and if you listen 
WR WKHLU SDUHQWV WKH\ µORYH¶ watching TV. TV is used as entertainment for 
children, in some cases, as a reward by parents. Almost 20 percent of parent 
interviewed were bit cautious about the contents, mainly violence in TV and 
allowed only a limited TV viewing to children. All the parents interviewed, 
wanted and approve of the program that children are watching.  50 percent of 
the parents were keen to only show CBeebies (by BBC) to children as there were 
no adverts on this channel³6o one less thing to worry about´DVTXRWHGE\RQH
of the parents. Though parents agreed that they miss out on bilingual programs 
but in general were pleased that there quality of programming in CBeebies 
shows diversity. Interestingly, parents pointed out that CBeebies has all UK 
programs, by UK they meant language and accent, as oppose to American 
accent on most of the other channels. This comment does highlight the fact that 
generally UK home grown programming is noted and liked by parents.  In 
addition, BBC on their website has acknowledged and accepted that the 
currently they are undeserving 4-6 year olds market. There is a constant need 
for more programs delivered and produced to 4-6 year olds.  
With the interest in home grown program lead the discussion in understanding of 
their (parents) own culture, especially the values that parents would like to pass 
on to their children. It was felt that culture was becoming too subjective; Britain 
being a multicultural society certain cultural correlations was being diluted. One 
VXFK H[DPSOH PHQWLRQHG ZDV XVH RI µKDSS\ KROLGD\V¶ IRU &KULVWPas holidays, 
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which represent change in demographics of Britain. This does raise the fact that 
culture is complicated subject to understand and pass on, however, at the same 
time it can be and is becoming very subjective.  Parents also agreed that with 
the society becoming more diverse and multicultural it is very important for 
FKLOGUHQWREHWDXJKWDQGPDGHDZDUHRIWKHLUµRZQ¶FXOWXUH3DUHQWVZHUHZLOOLQJ
WRPDNHHIIRUWVWRGRVRDQGH[SRVHFKLOGUHQWRRQH¶VRZQFXOWXUH,QWHUHVWLQJO\
immigrant families to Britain felt that they have little or no representation in 
wider society for children to be exposed to their SDUHQW¶V culture (from country of 
origination). In other words, minorities were under represented in the society.  
One of the key factors that were highlighted in this research was that 80 percent 
of at least one of the parents does watch TV with children for a little time. There 
are few reasons that were mentioned and discussed. All the parents agreed that 
they wanted to see what the children are interested in viewing and what they 
are viewing, as after when children are around four years they tend to start 
fiddling with the remote changing the channels. One of the major factors is also 
the interest in TV programs. Almost all parents that were interviewed mentioned 
WKDW WKH\ OLNH RQH RUPRUHRI WKH FKLOGUHQ¶V DQLPDWLRQSURJUDP LUUHVSHFWLYH RI
the fact weather their children like it or not.  They like the animation, voice over 
and VWRU\ OLQHV 6RPH RI WKH SRSXODU FKLOGUHQ¶V DQLPDWLRn programs amongst 
parents are Peppa pig, tom and jerry, Charlie and Lola, Dora the explorer and 
Ben 10, to name a few. In fact one of my MBA colleague with no children likes to 
watch peppa pig on you tube and eventually bought a merchandise item for her. 
One of the other reason watching programs like rainbow, are what the parents 
watched when were growing up which reminded parents of their childhood.  
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 This joint viewing of parents and children together does highlight a very 
important learning pattern. This trend does qualify TV for a mass education 
medium. Culture awareness is something which can be learnt and enjoyed by 
parents and children alike. 
When observing children watching TV, one of the striking things is that they are 
very rarely still. They would play with their toys, do jigsaw, draw or do crafts, 
and if the program in interactive and constantly ask them to help the protagonist 
then they tend to be much involved. Parents are generally pleased with the 
interactive TV programs as 60 percent of parents were conscious of the fact TV 
viewing can encourage obesity in children by snaking while watching TV. In fact 
one of the parents have kept a trampoline in the living room for children to get 
some exercise while watching TV, children enjoy that too. Within the younger 
children (2-3 years) music always catches their attention and most of the times 
they would join in. It does highlight the importance of having an music and may 
be sing along in the show.  
As children grow up they start liking other programs, 30 percent of 5 year olds 
PHQWLRQHGWKDWWKH\GRQ¶W OLNHWRZDWFKSURJUDPWKDWORRNVOLNHEDE\SURJUDP 
Realistically, program loyalty is difficult to achieve with young viewers. This does 
QRWPHDQ WKDW WKH\GRQ¶W UHJLVWHU WKH FRQWHQW DQG UHPHPEHU WKHP0RVWO\ DOO
the parents that were surveyed agreed that children make references and 
surprise them by sharing their learning from TV, whether it be a name of a bird 
or an animal or it may be a name of a country. One such example was given by 
one of the parents that when planning for a holiday their four year requested if 
they can go to Australia, surprised by this discovery, they agree that kids 
register learning from TV and like to use the knowledge in the outside world. 
51 | A V I  M e d i a  B u s i n e s s  P l a n   
 
As for the aesthetics of a show, none of the children mentioned anything about 
the quality or anything notable about the animation and its quality. It may be a 
case the question is complicated for them and they may not know how to 
mention it even if they like the animation and its quality. Some of the shows that 
spend more of animation with 3D and cgi technologies as oppose to some using 
a very basic 2D animation, my argument is that the quality of animation is for 
parents to be impressed and then let the children watch the show. After all, they 
are the gate keepers, and they ZRXOGQ¶W like to show it to their children, if they 
GRQ¶WOLNHLWWKHPVHOYHV 
Merchandise is another interesting aspect of TV animation characters. Parents 
have mixed views on them.  Merchandise clothing or items are expensive and in 
some cases can be few times more expensive then the non- branded 
counterpart. All the children I interviewed like and recognize their favorite 
characters on various items or clothes.  Parents do like to reward children with 
merchandise items, as the products are instant hit with children. Weather it 
contributed to their learning is argued by parents. Although some do agree that 
some merchandise like Dora bi lingual books and similar toys are good. 
To summarize, 79 LVQRGRXEWSDUWRIFKLOGUHQ¶V OLIHVW\OHDQGSDUHQWVGRDJUHH
that children do learn a lot from them. There is apprehension in some parents as 
to how much and what can be learnt in their age. Another apprehension is about 
exposure to violence QRWRQFKLOGUHQ¶V79EXWLQWKHQHZV and advertisements. 
All said and done it is an effective medium of communication to children.  
Communication from parents and teachers is no doubt more valuable and 
reliable to children however the teaching can be biased and may in some cases 
restrict imagination, ideas and may promote stereotypical viewpoints. Time is 
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another major factor which is limited with parents and teachers.  In addition 
teachers have got certain guidelines to follow, though TV also has certain 
guidelines but it has more flexibility in its contents under artistic license. On the 
other hand TV has to weigh things up on a moral gauge which can always be a 
subjective issue and can easily be criticized for being irresponsible. All in all, 
communicating to children is an exciting area with a combination of challenge, 
fun, imagination and responsibility to name a few. However communication is 
very effective when converged and integrated with other mediums.      
 
6.3 Case study ± Dora the explorer  
As part of this qualitative research and to gather secondary data I looked into 
µDora the explorer¶'RUDLVSRSXODUDQLPDWHGFKLOGUHQ¶VVKRZRQ TV channel Nick 
jr (Nickelodeon), targeted at preschool children aged 2-5 years. The star of the 
show Dora is a Latino girl that , in every series, with the help of her host of 
friends, amongst them the popular ones are µ%RRWV¶WKHPRQNH\DQGµEDJ SDFN¶, 
µVQLSHU¶EHLQJWKHEDGJX\, have a task to finish. The team overcomes obstacles 
and asks for viewers help. The whole show is quite interactive and is very 
popular amongst the target audience. The show is deemed a huge success in 
America and since LW¶V launched in the UK it has been quite popular here as well.  
Dora appeals to all demographics and ethnicity and by using interactive 
techniques they are able to make a quite an effective series for both parents and 
children alike. 
There are certain characteristics that are very specific to Dora animation series. 
These are discussed in the following points: 
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1. Choice of (girl) character 
When Nickelodeon entered the market of preschool TV market, they were 
not the first ones. There were plenty of players, however Dora was the 
first little girl protagonist in the preschool TV market.  Although, initially 
the channel considered having a bunny rabbit or a group of woodland 
rodents, which later on were changed to little girl Dora. Chris Gifford, 
'RUD¶VFRFUHDWRUDQGVKRZ¶VH[HFXWLYHSURGXFHUwas confident a female 
led animation series will be popular amongst boys and girls alike. 
Previously it was generalized that boys will not like to see shows led by a 
JLUOFKDUDFWHU,QIDFWWKHVKRZ¶VRQHRIWKHattractions was having a girl 
protagonist making Dora unique from the beginning.  
2. Cultural awareness:  
7KH FRQFHSW RI'RUDZDV ERUQDIWHU UHDOL]DWLRQ E\ WKH VKRZ¶V producers 
that there was little or no representation of Latinos in the US media and 
VSHFLILFDOO\LQWKHFKLOGUHQ¶VWHOHYLVLRQ7KLVDOOFDPHDWDWLPHZKHQ/DWLQ
American (or Hispanic) population was on the rise in the America. If any 
parallels are to be drawn for the UK market then it can be said that the 
ethnic minority population in UK is on the rise. As per the Office for 
National Statistics, in Great Britain the minority ethnic population grew by 
53 percent between 1991 and 2001, making the total of 4.6 million of the 
population in 2001.  IN US, research was done to give children an 
introduction in the Latino culture. There were very specific steps taken to 
make Dora as an authentic Latino character look wise, while being careful 
not to alienate children viewer from other cultures. So, a perfect blend of 
authenticity and culture convergence of the character.  Similarly a team of 
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experts on the culture was advising story and the script, so that the 
program fits well in the mainstream American culture.  
3. Cultural convergence and globalization of the show 
,WZDVVWUDWHJLFGHFLVLRQWDNHQE\WKHVKRZ¶VSURGXFHUVWRkeep the Latin 
flavor of the show but to make it global or in the words of Chris Gifford to 
make 'RUDDV µDQ LQFOXVLYHFKDUDFWHUUDWKHU WKDQDH[FOXGLQJFKDUDFWHU¶
This way all kids FDQUHODWHWRWKHPDLQFKDUDFWHU$VDUHVXOW'RUDZDVQ¶W
classified as a Latino show and was seen and liked by diversity of kids. 
The animation series had lot of cultural references for children to learn 
about Latin America like Dora in Andes, or Peruvian flutes music in the 
background etc. Even the names of the characters were from the region, 
giving the audience a flavor of the culture. One of the things that the 
producers of the show did was, not to get too hung up on the culture. It 
was the interactive nature of the show that got huge popularity to the 
show. One of the other major attractions of the show was the fact that it 
was a bilingual show. Kids and parents alike, loved learning and picking 
up new words. And for the bilingual families, children saw a similarity with 
the character, establishing a relationship with the character. 
4. Gate keepers approval 
$QRWKHUPDMRU IDFWRU LQ'RUD¶V VXFFHVV LVSDUHQWDODSSURYDO 3DUHQWVDUH
WKH JDWH NHHSHUV RI FKLOGUHQ¶V WHOHYLVLon. Any programs not getting 
SDUHQWV¶DSSURYDOZLOOVWUXJJOHWREHYLVLEOHWRWKHFKLOGUHQ'RUDZLWKLWV
interactive format and bilingual script made the parents interested in the 
series. In some cases parents will watch the program along with their 
children and enjoy looking at kids participating in helping Dora in digging 
for the treasure or going to the library. This positive relationship was very 
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beneficial for the channel to get parents dollars spent on Dora 
merchandise.    
To conclude the business success of Dora is due to a strong research 
ZLWKLQWKHWDUJHWVHJPHQWSUHVFKRROFKLOGUHQ'RUD¶VPHUFKDQGLVHUHWDLO
sales hit some $ 500 million in 2002. There was substantial contribution of 
the 7 million copies of DVD sales in same year (Andruss, 2003). Though 
the program had a Latino feel, it was made to appeal to a wider audience.  
It is also noteworthy about the producers of the show to look closely at a 
market which was underserved i.e. Hispanics. It can be said that the show 
contributed to communicate cultural awareness amongst the wider 
audience about Latin American culture. In addition for the children already 
from the culture it was something they can correlate with and found it 
easy to converge within the wider and main culture.     
  
6.4 Qualitative research findings and similarities 
with existing research  
Analyzing the results of my qualitative research there are some similarities with 
the some of the existing research referred and mentioned in the literature review 
in section 4.   
Various researches suggest that formal education is important in the preschool 
years and it is in these years children develop their emotional and social 
knowledge to better understand the world we live in. Government here in the UK 
has identified knowledge and learning of the world as one of the learning 
objective. However there are not specific guidelines how these learning are to be 
disseminated or communicated to preschool children. Of course this leaves the 
state and independent schools in UK to teach cultural knowledge in their own 
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way, but it is only realistic to assume that not every school will have resources 
and knowledge to communicate cultural awareness in preschool children. This 
raises the issue of one of the important real live area left under communicated 
to these children.  In the qualitative research parents do touch upon the fact 
that children are to be more culturally aware.  
Culture is hard to define, but is very important to be taught and pass on the 
next generation, this was clear in the existing research and was echoed by the 
respondents that were interviewed in quantitative. There seems to be a general 
confusion about national culture. It is my understanding that as an expat what 
(habit, skill, art or behavior) to try and retain and go an extra mile to sustain is 
your culture and what you miss or would like to retain it the way it is, or in some 
cases makes you different, can be your culture. However, it will always be 
difficult to simplify culture to communicate, especially to children, but there 
seems to be an opportunity to look hard enough to find fun elements to make 
the cultural awareness more fun and entertaining to children.   
It is also highlighted in qualitative researches and some of the existing 
researches that FKLOGUHQ¶V OLIHVW\OH LV FKDQJLQJ DQG WKH\ KDYH DFFHVV WR PRUH
media and technology than ever before.  TV makes an interesting mode of 
communication to children. There are arguments on both sides and some 
parents do keep a watchful eye on TV and its contents, but TV is and will remain 
SDUWRIFKLOGUHQ¶VOLIHVW\OH TV, if used effectively and effectively, is an important 
source of education and entertainment to children. 
7.  Conclusions and recommendations 
TV is an effective medium DQGLVSDUWRIFKLOGUHQ¶VOLIHstyle. Today children¶V lives 
are surrounded by media and core of that communication comes from TV. In 
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order to communicate effectively a subject like cultural awareness, in a fun, 
entertaining and interactive way, TV can be one of the most effective medium. 
However, as analysed and observed in the research, the way children watch TV, 
there should be a convergence within media and further with community and 
parents to be able to have maximum impact of the knowledge communicate to 
children.  TV can also be very effective medium to reassure children from ethnic 
minority communities and help them integrate better in the wider society. It is 
however slow and time consuming process and make take a long time to have a 
full blown impact.  
It can also be concluded that %ULWDLQ¶VHWKQLFPLQRULWLHVDUHXQGHUVHUYHG LQ WKH
media and there is demand of more home grown TV programs.  
3DUHQWVDQGWHDFKHUVLQWKHHDUO\\HDUVRIFKLOG¶VGHYHORSPHQWUHPDLQRQHRIWKH
main influencers and act as gate keepers of what their children should see and 
be exposed to. It is very difficult for parents to be able to appreciate a wider 
vision of the society as they are too engrossed in their busy lifestyle. Parents can 
also, arguably, impose a pre conceived notions about society and culture giving 
a child less imaginative development. Teachers on the other hand have to follow 
a guidelines and lack of resources to communicate cultural awareness amongst 
preschoolers. 
Government should also encourage home grown contents there may be some 
financial rewards in form of tax subsidies, a big ask in the current circumstances.  
Cultural awareness and understanding within the society has far wider business 
and social implications and benefits. In a changing British society, cultural 
understanding amongst children is worth making an investment in.  
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Parents and teachers are influential communicators however they have to be 
well aware of culture and be trained to do so. Chances are they may be biased 
towards culture which may be mirrored by children discouraging their 
imagination. 
8. Research Limitations 
Culture is a vast and complicated topic. Culture as a research topic has lot on 
sociology and management (managing people) focus in the past. In order to look 
from an entrepreneurial point of view I have limited this research to children and 
focus more of common medium of communications. Media as whole is 
represented by Internet, TV and other forms of audio visual mode. 
In terms of the limited samples for qualitative study, it can be said that every 
child is different and it is always difficult to analyze statistically how a child is 
receiving communication.  
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Section B 
9. BUSINESS PLAN  
 
9.1 Business, Industry and Product description 
 
9.1.1 Description of business 
The broadcasting & cable TV market in UK consists of all terrestrial, cable and 
satellite broadcasters of digital and analog television programming. Although, 
between 2008 and 2012, UK is switching to digital TV and old analogue signal 
will be switched off. According to Datamonitor (September, 2008) UK 
broadcasting and cable TV market grew by 4.4 percent in 2007 to the value of $ 
21.6 billion.  Revenues are generated by broadcasters through advertising, 
licensing and subscriptions.  
AVI Media Private Ltd is a new start-up venture created by four young and 
enthusiastic TV and business professionals. The company has ambitions to be 
amongst the top five chLOGUHQ¶V79 program (by viewership) by its fourth year 
with a view to establish and FUHDWHD FKLOGUHQ¶VHWKQLF Indian brand in UK and 
eventually worldwide (except India). 
 Tara, the global kid is an animation series created for preschool children aged 
between two and six, in UK, and further eying Europe, US and Middle East Asia 
markets. It will also provide edutainment for expat Asian (and kids of Asian 
origin- mainly India, Pakistan and Bangladesh). Tara, a girl character, will give a 
flavour of Asia, its language (Hindi) and its culture in a fun and interactive way. 
Broadly, there are three main characteristics that are associated with the 
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Indian/Asian culture ± Family, Festivals and Food. These put in an animation 
program will have lots for the audience to enjoy and learn.    
The television series will be aired daily for half an hour for the first two years. 
Each half hour of program will have two episodes of 12 minutes each allowing an 
advertising slot for 6 minutes every day. Each episode will touch upon, use and 
introduce two words in Hindi and one cultural characteristics example a marriage 
ceremony in India. Economies of scale can be achieved by targeting multiple 
markets like UK, Middle East, North America, Australia and Europe and by 
increasing the time to 2 hours by fifth year. 
9.1.2 .LGV¶WHOHYLVLRQLQGXVWU\ 
.LGV¶WHOHYLVLRQSURJUDPLQDOPRVWDOOWKHPDMRUSDUWVRIWKHZRUOGLVRQWKHULVH
Programs cover primarily both entertainment and education and now are 
classified as edutainment. 
One of the reports published by Guardian newspaper in 2008 states that British 
children spend an average of five hours and 20 minutes in front of a screen a 
day, up from four hours and 40 minutes five years ago. 
There are some big global brands like, Dora the explorer, Bob the builder, Peppa 
pig, Mickey mouse to name a few. It can also be established that kids at an early 
age are monitored by parents as to the programs they are watching and how 
much time they can watch TV.  
It can be generalised that almost all the programs in UK have a western flavour 
to their communication and look and feel. Though, there is focus on 
multiculturalism in most of TV programs, however it is not the same as having a 
character that primarily focuses on Indian culture & language. 
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Sounds complicated and it can be, thus the focus of the program is to keep it 
simple and focus on what global characteristics can be extracted from Indian 
culture. Each episode will be fun to watch and delivered in an interactive way 
like family bond and respecting elders having fun with different festivals, sports 
like cricket and yoga, and of course lots of music and dance.  
  
9.1.3 Indian culture and target markets  
Although there is a focus on Indian culture in the programs, the program can be 
targeted at the (South) Asian children. There is a lot of similarity between India, 
Pakistani and Bangladeshi culture. The basic DNA of these nations is the same 
and built on the same cultural values. Furthermore with the popularity of Indian 
food, bollywood films and music and tourism, there is a cultural convergence 
within these countries. In addition, Indians being the biggest ethnic minority 
group in UK and Asians in total makes the biggest minority group in UK (National 
Statistics, 2001).   
South East Asia and especially India, is a rising beast and is making its presence 
felt around the world in various ways, like business and economy, tourism and 
cricket to name a few. Asia and more so India, is part of most of the major 
FRPSDQLHV¶VWUDWHJLHV 
The country offers a great pool of talent and in the last few years skilled 
professionals from India are seen in most parts of the world. It is quite common 
for an Indian software engineer in US or a doctor in London to have a family 
living and working in three or four countries, brother working in Australia, sister 
married in South Africa and parents living in small town in north of India and 
having business interest in middle east.   
62 | A V I  M e d i a  B u s i n e s s  P l a n   
 
Education and religion has always been part of a typical Asian family ideology. 
Most Asians (living in their respective countries) are multilingual from an early 
age, of which English, Hindi and Punjabi are most commonly known (written and 
spRNHQODQJXDJHV+LQGLLVZRUOG¶VWKLUGODUJHVWVSRNHQODQJXDJH$VSHURQHRI
the research done by Dr.J.P Nautiyal in June 2007 (the report is unpublished), in 
UK there were 2.4 million Hindi speaking (or understanding) population.  
Anecdotally and through personal experience kids raised outside India have little 
or no references to co relate and reassure them of the various aspects of Asian 
culture and language, there are references for the adults in some of the official 
government communication, but for children there are not many references. 
9DULRXVUHVHDUFKHVKDYHVXJJHVWHGWKDW79FDQKDYHDSRVLWLYHLPSDFWRQFKLOG¶V
development especially the edutainment programs. 
Collectively the India effect is being a catalyst in a paradigm shift in changing 
mindset within Asian FRQVXPHUVDQG,QGLDQVDURXQGWKHZRUOGµ0DGHLQ,QGLD¶LV
being established and being trusted now, unlike in the past, be it manufacturing 
or any other Indian brands. In the past there may have been scepticism in 
consumers accepting brands associated with Indian culture, but its changing all 
the time for good. Recently in the G20 summit (2009) PM Gordon Brown 
PHQWLRQHGWKHHPHUJHQFHRIWKHµnew world order¶ reaffirms Indian companies¶
global ambitions. With consumers being proud of its culture and language, we 
WKLQNLW¶VDERXWWLPHDQethnic Indian brand for kids worldwide is born. 
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9.2 Product summary  
Tara, will be aired daily for half an hour (including advertising slots) for the first 
two years. In order to achieve economies of scale and we aim to increase the 
time of the program to one hour and thirty minutes in third year to two hours in 
fifth year. It is a usual trend for the channels to have a contract with media 
companies for 2-4 years. When increasing the number of hours the program will 
be aired, a new character will be introduced for example it may have another 
character focusing on sports etc so tapping into an opportunity to introduce 
another character, adding to a merchandise range.  
In the second year the merchandise business will be launched by outsourcing 
the rights to a licensing company. Merchandise can add to the revenue and 
make a brand more tangible. Similar strategy will be applied for live shows and 
theatre.  
This animation series is aimed at children of all background to learn and enjoy 
Indian / Asian culture and introduction to Hindi. Almost all the television 
programs that are currently aired on TV are western characters. As mentioned in 
the case study, Dora the explorer is a Latino girl that sets a good example for 
teaching language to kids.  
9.2.1 µ7DUD¶7KHFKDUDFWHU 
Tara is an Indian girl lives with her family with her grandparents, her parents, 
and her two siblings a brother and a sister. Her family is in regular contact with 
their extended family, communicating a sense of community. A close knit and an 
H[WHQGHG IDPLO\ DUH YHU\ PXFK SDUW RI DQ ,QGLDQ FXOWXUH¶V '1$ There is a 
subliminal message of respecting elders that children grow up with. 
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The core of the message that Tara talks about is Family, Festivals and Food. She 
travels around the world to see her family, celebrates festivals. She tells a story 
about how things are done in India with introduction of two Hindi words. The key 
message is that loves your culture but adapt change as per the circumstances.    
Her family members will be expanded to be an independent character to scale 
up the program and presence like her brother can be introduced as a separate 
television series. 
9.3 Market size and trends 
UK is supposed to be the largest European producer of animation. It has many 
animation producers with an established international reputation. It is 
responsible for worldwide television hits like Thomas the Tank Engine, Wallace 
and Gromit, Bob the Builder, Fireman Sam. .LGV¶HQWHUWDLQPHQWLQGXVWU\LQ8.LV
competitive and advertisers are keen to advertise on these channels. Figure 6 
below shows the breakup of market segment in percentage. With the growing 
number of Asian and Indian population in the UK and worldwide, an ethnic 
FKLOGUHQ¶Vprogram, though niche, offers lucrative opportunities. 
TV advertising in UK accounts for a 37.60% of $ 21.6 billion UK market. Figure 6 
below shows a break up of market by share of value (Datamonitor, 2008). 
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The US market for film and television represents the world's only "free" market 
for creative production. The substantial population of Indians in US makes it 
equally attractive. Some statistics claim that US is home to maximum number of 
Indians outside India. 
Australia has a strict content regulations and production is government 
subsidized. With a home to some million plus Indians makes it a lucrative 
market. 
Middle East and Africa have recently become good sources of sales for children's 
and family programming. With Middle East economy and society being 
multicultural, it offers good opportunities for AVI Media. 
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9.4 Management Team 
Our team consists of a total of 33 years of collective experience in business, 
marketing and television industry. Young and ambitious, the team members 
have known each other from last 10 years from doing masters in mass 
communication in India (1998 ± 2000), together.   
Team consists of 
a. Shail Chauhan- prior to his MBA at Nottingham University has eight 
years sales and marketing experience from working for a global 
construction equipment manufacturer. As part of his job Shail has been 
involved with the merchandising and licensing side of the business too. 
Working in Indian and UK, he has been following television industry over 
the years.  With his knowledge gained at MBA and prior experience he will 
look at finance, marketing, business development and strategy. 
b. Anita Balagoplan: Business reporter with CNBC TV18, Anita is currently 
a Production Director in Greenspot a production agency based in Mumbai. 
With 9 years on television industry experience and masters in mass 
communication, she will be responsible for production and project 
management. 
c.  Richard Peters: Producer for Channel V in Mumbai, Richard has been in 
various roles in television industry in India. With nine years of industry 
experience as assistant director & producer, Richard brings with him 
industry and program operational experience. Richard will be the creative 
head responsible for research and concepts, critical evaluation of concepts 
and briefing agency for production. 
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d. Shivani Vahalia: She is an independent producer of short films and 
documentaries. Based in UK, she has worked in India in CNBC, Seva 
(NGO) and Radio Mirchi. She has a good understanding of content 
development; she has a particular interest in social and cultural 
awareness. She would be heading content development.  
 
9.5 Business strategy 
The key business strategy is the scalability and economies of scale. The program 
is targeted at a worldwide audience.  Economies of scale can be achieved by 
more airing time on the channel and introducing more products/characters. To 
realise these ambitions dubbing the program in more languages will be required. 
Markets like UK, Europe, US and Middle East offers a potential growth in the 
viewership and merchandise sales.  
Scalability on a long term can also be achieved by targeting other markets and 
other languages like Punjabi, Bengali and other Asian language with a 
substantial and growing expat population. 
AVI media will be an independent media producer for children with a mission to 
celebrate diversity in Britain and throughout the world. 
&RPSDQ\¶VPLVVLRQZLOOEH 
x 7RFRQWULEXWHWRFKLOGUHQ¶VFXOWXUDODZDUHQHVVDQGNQRZOHGJH 
x 7RFUHDWHFKLOGUHQ¶VEUDQGUHSUHVHQWLng ethnicity. 
x To celebrate cultural diversity and ethnicity. 
x To create FKLOGUHQ¶VHQWHUWDLQPHQWIRUMRLQWIDPLO\YLHZLQJ  
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x To establish a sustainable relationships with suppliers and distributors (TV 
channels) and stakeholders. 
x Keeping innovation at the core, never still and always on the move like 
our young viewers. 
x To create a modern, agile and an organisation encouraging innovation 
within its employees and to grow together. 
$9,¶VYLVLRQZLOOEH 
³&HOHEUDWHJOREDOHWKQLFLW\´ 
. 
9.5.1 Business model 
Animation industry broadly is divided into two main categories A) Acquiring 
content B) commissioning content 
$9,PHGLD¶VEXVLQHVVPRGHOLVEDVHGRQFRPPLVVLRQLQJFRQWHQW 
Acquiring contents is usually programs that are successful in another similar 
market, which can be released in a new market in the same or dubbed language. 
This way the channel running the acquiring content enters into a servicing 
contract and do not own the IP rights. This means that any merchandise sale 
and revenue goes to the owner of the media company owning the brand or IP. 
Fire Sam is one such example of an acquired program. After 16 years of airing 
on BBC, Five and Cartoonito have managed to acquire it for their channels. 
Owning an IP generates a lot of revenue and opens opportunities for 
diversification. 
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Commissioning Content is where the channel has a stake in producing the 
program. This way the channel, in theory nurtures programs and can share their 
insight into the target audience. This is good for a start up company or an 
independent media production company like AVI media. Depending on the terms 
and negotiations an agreement can be agreed on the IP rights. However, once a 
program is commissioned and after when the contract is over it has an 
opportunity to be acquired by other channels. 
The business model and operations are lean, and the main sources of cost and 
revenues are shown below: 
Cost:  
x Production costs: Animation (Production will be outsourced to animation 
studio in Mumbai, India. The city offers some of the most competitive 
rates in the world.) 
x Administration 
Revenues: 
x Commissioning fee 
x Royalty (licensing) from live shows and theatres  
x Retail merchandise 
 
 
$9,¶VVKRUWPHGLXPDQGORQJWHUPVWUDWHJ\LVVKRZQEHORZLQD[ER[ 
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As shown in the figure 7, there are four steps in which are divide in 
short/medium and long term strategy. On the Y axis are the new and existing 
markets. There steps that are to be followed in order are  
1. Market Launch 
2. Product development 
3. Market development 
4. Growth and diversification 
Short term is from start of the business to 2-3 years, medium term is considered 
for 3-5 years and 5years plus is long term.  
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9.5.2 Operational Strategy 
A typical supply chain for producing an animation series is shown in figure 8. An 
average half an hour animated episode can take up to two days to make and 
another two days for the voice over. Overall a half an hour episode will take 6 
days to produce. Production will be based in Mumbai. The city offers quality 
animations on competitive price and as per NASSCOM animation rates are lowest 
in the world.  
In the initial days episodes will be tested on target audience i.e. on kids aged 3-
7 years and their parents in UK and in America to get feedback on content. 
Operation focus will be to have an entertaining series for the kids rather than 
making it too fancy for the parents, saving a lot of money on beautifying the 
animations. As seen in the research, Kids in general are not too fussed with the 
animation whHWKHULW¶V'RU'DVlong as it has music, colours and delivered in 
an interactive way. 
After second year the focus will be to increase the number of hours the program 
is aired. This is the key to increase in revenue, licensing and royalty fee. 
Figure 8 shows a typical operation for producing an animation program in five 
processes.  
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9.5.3 Marketing Strategy 
The key focus and marketing challenge is to HVWDEOLVKµ7DUD¶Ds a FKLOGUHQ¶VEUDQG
UHSUHVHQWLQJHWKQLFLW\LQ8.DQGODWHUJOREDOO\%UDQG¶VYLVLRQLVWRFRPPXQLFDWH
diversity and vibrant society that Britain is. Animation series forms the key part 
of that communication. These edutainment series are to be delivered in an 
interactive format. Key elements of marketing mix are shown in Figure 9.   
There will be a use of some of the simple marketing tools to have maximum 
impact. It is also understood that though the program targets preschoolers, 
marketing will target parents. Children are the influencers but it is the parents 
who will spend the money and make final decision.  
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Some of the examples of marketing activities will be 
a. Printing and distributing and direct mailing free interactive booklets. These 
booklets will have some fun activities relating to the episodes like writing 
Hindi/English words mentioned in the program or a colouring etc. Each 
ERRNOHWPD\FRYHUVRPHZHHN¶VSURJUDPDQGFDQEHVHQW WKHFKDQQHO
once filled. This will create a database for the company and also create a 
sense of achievements with kids. They can get points to be endorsed on 
merchandise.  
b. Similarly mobile/PDA downloadable promo clips which parents can 
download to kids entertained while on the move. 
 
Marketing strategy will be responsible to develop two of the main revenue 
generation areas-  
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Merchandising will be outsourced to a licensing company. On an agreed terms 
and condition a term of contract will be negotiated. Initially the licensing fee may 
be less but merchandise has a lot of growth potential.   
Live shows and theatre is another revenue generation area. Research has shown 
that this is high growth area with branding benefits to the brand. This will be 
outsourced to a theatrical group or a company for different regions. It will be a 
marketing objective to have live shows and merchandise promotions are in sync 
with each other as these two areas can complement each other to maximise 
returns and more effective brand communication. 
Website 
An interactive website will be a key marketing tool. Website primarily will be 
used for children activities lie games, colouring, competitions etc. A database of 
target consumers will be gathered, which can be further used in other 
promotional & marketing communications. 
9.5.4 Brand Positioning 
$9, PHGLD KDV DPELWLRQV WR SRVLWLRQ µ7DUD¶ LWV IODJVKLS EUDQG DV WKH premium 
HWKQLFFKLOGUHQ¶VEUDQGLQ8.,WPD\EHFODVVLILHGDVDQLFKHEUDQGEXWGXHWRLWV
XQLTXHEUDQGFKDUDFWHULVWLFVWKHUHLVFHUWDLQO\DILUVWPRYHU¶VDGYDQWDJH Existing 
UK market has a mix of foreign players mainly US channels / brands like Disney, 
Nick Jr, Nickelodeon, Disney, cartoonito etc. and home generated content by 
CBeebies (BBC), CITV (ITV) and milkshake (Five). In addition there are some 
other Asian channels on digital TV which are in Arabic, Hindi etc. AVI media aims 
to position itself as an ethnic ± %ULWLVK$VLDQFKLOGUHQ¶VEUDQGZLWKDUJXDEO\SXWV
them in a unique position. 
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9.6 Critical Risk, problem & assumption 
One of the challenges remain in animation industry is inconsistencies in the costs 
of sourcing animation. It is one of the factors why most of the TV channels or 
media company brings animations in house. Though India offers low cost 
animation services as reported by NASSCOM2, ,QGLD¶VHGJHLQWHUPVRISULFLQJLV
stated to be unmatched. Compared to countries like US and Canada or even 
Korea, and the Philippines, the Indian animation costs are the lowest. With 
availability of more sophisticated animation software and prices of computers 
more affordable the costs of animation will go down. Achieving economies of 
scale by targeting multiple markets will add value to overall revenue generation.  
However anecdotal evidences suggest that within Indian market there is lot of 
price variation in sourcing animation production. We have made an assumption 
the animation costs will go down. TV program relies on a distribution channel 
DQGWKHUHLVDULVNRI\RXUFRPSDQLHVGHVWLQ\WLHGZLWKWKHFKDQQHOV¶ 
6LPLODUO\ WKH8.FKLOGUHQ¶V79PDUNHW LVYHU\FRPSHWLWLYH$VSHU%$5%¶V
statistics, there are some 40 shows broadcasted oQDOONLGV¶FKDQQHOVWKURXJKRXW
UK. Though, this statistics include kids from 4-15 years. It does give an idea of 
the competitive landscape in the UK and generally worldwide. See Appendices 5 
for the list of 40 programs in the same time slot in 2008.   
 
 
 
 
                                       
2 NASSCOM is the premier trade body and the chamber of commerce of the IT-BPO industries in India 
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9.7 Financial Strategy & Plan 
$VTXRWHGE\)UHG$OGHU³+DSSLQHVVWRDQHQWUHSUHQHXULVDSRVLWLYHFDVKIORZ´ 
Shown below is projected income statement, showing the AVI Media is looking to 
breakeven by end of second year. Primary revenue is generated from TV 
channels fee which ranges can range from $500 to $7000 per episode and the 
rates may vary region wise. Animation business needs high investment, hence 
having an access to a distribution channel is the key. Final and full production 
will be postponed till the time distribution agreement is signed and sealed. A 
channel usually buys animation programs 3-6 months in advance. In our case 
VLQFHLW¶VLVGDLO\VKRZthree months production in advance may be required by 
the channel.  
The channel fee that is agreed to our animation program is £1000 per episode. 
We have negotiated a rate of £600 for producing each episode a total of 22 
minutes program.  For the initial three months we have agreed to draw no 
salaries. There are administrative costs for IP registration and other legal 
expenses which are expected to be £5000.      
A total initial investment required having three months production, legal fee and 
initial product research is £48,000, after each partner contributing £4000 each.  
One of the options to raise finance is in approaching angel investors offering a 
25% stake in the company for an investment of £48,000. Forecasted return after 
five years is nearly £100,000. AVI Media partners will buy out the 25% stake by 
the end of fifth year.   
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6. Table shows ratings of top 40 channels in the same timeslots, broadcasted on 
the same days. 
  
Source: Attentional Media consultants, adapted from BARB statistics 
Data from Jan 2008 ± June 2008 
